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Bisnis cafe saat ini semakin banyak di pasaran, para pemilik usaha harus 
dapat mempertahankan pangsa pasarnya. Cafe harus menciptakan konsep yang 
berbeda untuk menarik minat konsumen untuk melakukan pembelian. Penelitian 
ini bertujuan untuk mengetahui pengaruh bauran pemasaran (produk, harga, 
tempat, promosi, orang, proses, bukti fisik) dan word of mouth secara simultan 
dan parsial terhadap keputusan pembelian pada E-coffee Surabaya, serta untuk 
mengetahui diantara produk, harga, tempat, promosi, orang, proses, bukti fisik dan 
word of mouth mana yang berpengaruh dominan terhadap keputusan pembelian 
pada E-coffee Surabaya. 
Teknik analisa yang digunakan adalah analisa regresi berganda yang 
tujuannya untuk menghitung besarnya koefisien regresi guna menunjukkan 
besarnya pengaruh variabel bauran pemasaran (produk, harga, tempat, promosi, 
orang, proses, bukti fisik) dan word of mouth baik secara simultan maupun parsial 
terhadap keputusan pembelian di E-coffee Surabaya. 
Dari hasil output didapat Fhitung sebesar 22,579 dengan tingkat sig. 0,000 < 
0,05 atau dengan taraf signifikan kurang dari 0,05. Maka pengaruh variabel bebas 
yaitu bauran pemasaran (produk, harga, promosi, tempat, orang, proses, bukti 
fisik) dan word of mouth secara bersama-sama mempunyai pengaruh yang 
signifikan terhadap keputusan pembelian. Dan koefisien determinasi (R
2
) sebesar 
0,718 atau 71,8% yang berarti bahwa kontribusi dari variabel bebas yang terdiri 
dari produk, harga, promosi, tempat, orang, proses, bukti fisik dan word of mouth 
secara bersama-sama terhadap keputusan pembelian adalah besar. Hasil uji t 
diketahui bahwa variabel produk, tempat, bukti fisik dan word of mouth terhadap 
keputusan pembelian adalah signifikan. Sedangkan, variabel harga, promosi, 
orang, proses mempunyai pengaruh tidak signifikan tehadap keputusan 
pembelian. 
Dari uji statistik yang dilakukan dapat diambil kesimpulan bahwa variabel 
yang mempunyai pengaruh dominan terhadap keputusan pembelian adalah 





















Currently café business is growing more and more in numbers in the market. 
Therefore, business owners should be able to maintain their market segment. A 
café should create a different and interesting concept in order to attract the 
customers’ interest to do purchasing. The purpose of this research is to find out 
the influence of marketing mix (product, price, place, promotion, people, process, 
physical evidence) and word of mouth partially and simultaneously to the 
purchasing decision at E – Coffee Surabaya, and to find out which one among the 
product, price, place, promotion, people, process, physical evidence and word of 
mouth have dominant influence to the purchasing decisions at E – Coffee 
Surabaya. 
The analysis technique is using multiple linear regressions in which its 
purpose is to calculate the amount of regressions coefficient in order to shows the 
influence strength of marketing mix (product, price, place, promotion, people, 
process, physical evidence) and word of mouth both partially and simultaneously 
to the purchasing decision at E – Coffee Surabaya. 
The output result of the Fcount is 22.579 with sig. level is 0.000 < 0.05 or its 
significant level is less than 0.05. So the influence of independent variables which 
are marketing mix (product, price, place, promotion, people, process, physical 
evidence) and word of mouth are simultaneously have significant influence to the 
purchasing decision. Determination coefficient (R
2
) is 0.718 or 71.8% which 
means that the contribution of independent variables which consist of product, 
price, place, promotion, people, process, physical evidence and word of mouth to 
the purchasing decision is great. It is found that the result of t test shows that the 
product, place, physical evidence and word of mouth variables to the purchasing 
decision is significant. While the price, promotion, people, and process variables 
have no significant influence to the purchasing decisions. 
It can be concluded from the statistic test that the variable which has 
dominant influence to the purchasing decisions is product variable that is 22.2%. 
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